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ABSTRAK
Oki Indah Lestari, 2013; Analisis Pengaruh Brand Personality dan 
Gaya Hidup Metroseksual Konsumen terhadap Keputusan Pembelian Produk
The Body Shop Men’s di Jakarta (Survei pada Pengunjung Outlet The Body 
Shop Grand Indonesia Jakarta).
Tujuan dilakukannya penelitian ini adalah: 1) untuk mendapatkan deskripsi 
tentang brand personality, gaya hidup metroseksual, dan keputusan pembelian, 
2) menganalisis pengaruh brand personality terhadap keputusan pembelian 
produk The Body Shop Men’s, 3) menganalisis pengaruh gaya hidup 
metroseksual pada konsumen terhadap keputusan pembelian produk The Body 
Shop Men’s, dan 4) menganalisis pengaruh brand personality dan gaya hidup 
metroseksual pada konsumen secara bersama-sama terhadap keputusan 
pembelian produk The Body Shop Men’s. Unit analisis dalam penelitian ini 
adalah pengunjung outlet The Body Shop Grand Indonesia Jakarta, yaitu 114 
responden pria yang membeli produk The Body Shop Men’s. Penelitian ini 
merupakan penelitian kuantitatif dengan jenis penelitian deskriptif dan 
menggunakan metode explanatory survey. Dari analisis deskriptif diperoleh hasil 
sebagai berikut: a) brand personality The Body Shop melekat dengan baik pada 
merek tersebut dan dapat ditangkap dengan baik pula oleh konsumennya, 
terutama untuk dimensi shopistication yang mewakili kepribadian upper class, 
feminine, dan smooth, b) gaya hidup metroseksual dapat diidentifikasi pada 
konsumen merek The Body Shop terutama untuk dimensi attention seeker
dimana konsumen senang mendapatkan perhatian lebih, c) konsumen produk 
The Body Shop Men’s memiliki sikap (attitude) keputusan pembelian yang 
positif terutama pada tahapan evaluasi alternatif dimana konsumen melakukan 
evaluasi yang komprehensif sebelum memutuskan untuk melakukan pembelian.
Hasil pengujian hipotesis menunjukkan: 1) Pengaruh yang diberikan oleh gaya 
hidup metrsoseksual konsumen terhadap keputusan pembelian  sedikit lebih 
dominan dibandingkan dengan pengaruh yang diberikan oleh brand personality
merek The Body Shop terhadap keputusan pembelian, 2) brand personality The 
Body Shop secara parsial berpengaruh signifikan terhadap keputusan pembelian 
konsumen, 3) gaya hidup metroseksual secara parsial berpengaruh signifikan 
terhadap keputusan pembelian konsumen, 4) secara bersama-sama, brand 
personality dan gaya hidup metroseksual berpengaruh signifikan terhadap 
keputusan pembelian, dan 5) variabel brand personality dan gaya hidup 
metroseksual mampu menjelaskan variasi variabel keputusan pembelian sebesar 
73,7%, sementara sisanya sebesar 26,3% dipengaruhi atau dijelaskan oleh 
variabel lain yang tidak diikutsertakan dalam penelitian.
Kata kunci: brand personality, gaya hidup metroseksual, keputusan pembelian, 
The Body Shop.
vABSTRACT
Oki Indah Lestari, 2013; Analysis on Influence of Brand Personality
and Metrosexual Lifestyle towards Customer’s Purchase Decision of The Body 
Shop Men’s Products in Jakarta (Survey on Visitors of The Body Shop Grand 
Indonesia, Jakarta) 
The objectives of this research are: 1) to obtain descriptions around brand 
personality, metrosexual lifestyle, and purchase decision, 2) to analyse the 
influence of brand personality towards The Body Shop Men’s purchase decision, 
3) to analyse the influence of customers’ metrosexual lifestyle towards their 
purchase decision of The Body Shop Men’s, and 4) to analyse simultaneous 
influence of brand personality and customers’ metrosexual lifestyle towards The 
Body Shop Men’s purchase decision. The unit of analysis in this research is the 
visitors of The Body Shop Grand Indonesia, which consist of 114 male 
respondents who purchased The Body Shop Men’s product in the said outlet. 
This research is a quantitative research with descriptive type of research and 
using explanatory survey method. From the descriptive analysis the following 
results were obtained: a) The Body Shop’s brand personalities are well-attached 
to the brand and also perceived well by its customers, particularly the dimension 
of shopistication which represents upper class, feminine, and smooth 
personalities, b) metrosexual lifestyle are well-identified on The Body Shop male 
customers particularly the dimension of attention seeker where customers highly 
appreciate and expect to receive exclusive treatments, c) the customers hold a 
positive attitude on purchase decision, especially on evaluation of alternatives 
stage where customers carrying out a comprehensive evaluation before making a 
purchase decision. The hypothesis testing indicated that: 1) the influence of 
customers’ metrosexual lifestyle is slightly more dominant than the influence of 
The Body Shop’s brand personality in affecting purchase decision, 2) The Body 
Shop’s brand personality in partial is significantly affecting customers’ purchase 
decision, 3) customers’ metrosexual lifestyle in partial is also significantly 
affecting customers’ purchase decision, 4) simultaneously, brand personality 
and metrosexual lifestyle are significantly affecting purchase decision, and 5) 
brand personality and metrosexual lifestyle were able to explain 73,7% variation 
of purchase decision, while another 26,3% were affected or explained by other 
variables excluded in this research.
Keywords: brand personality, metrosexual lifestyle, purchase decision, The Body 
Shop.
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